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ABSTRAK
Pengaruh Usaha Pemasaran Terhadap Brand Awareness dan Brand Image
Produk Ice Cream Merek Wall’s Pada Mahasiswa F.E Unika Widya
Mandala Surabaya
Wihono Tanudjojo
Di Indonesia banyak beredar produk ice cream dengan berbagai
merek seperti Wall’s, Campina, Meiji, Miami, dan lain-lain. Masing-masing
produsen ice cream tersebut menawarkan produk dengan varian rasa, atribut
dan manfaat yang hampir sama sehingga produsen harus berusaha
membangun brand awareness dan brand image dari produk yang
ditawarkan kepada konsumen. Oleh karena itu, dibutuhkan suatu usaha
pemasaran melalui perceived advertising spending, store image, dan
distribution intensity. Penelitian ini bertujuan untuk mengetahui pengaruh
usaha pemasaran terhadap brand awareness dan brand image produk ice
cream merek Wall’s berdasarkan tanggapan mahasiswa F.E Universitas
Katolik Widya Mandala Surabaya.
Variabel eksogen yang diteliti yaitu perceived advertising spending,
store image, dan distribution intensity, sedangkan variabel endogen yaitu
brand awareness dan brand image. Populasi dalam penelitian ini adalah
seluruh konsumen ice cream Wall’s di Surabaya, sedangkan sampel yang
diambil adalah mahasiswa F.E Universitas Katolik Widya Mandala
Surabaya yang terdaftar pada semester gasal tahun 2009/2010, pernah
mengkonsumsi dan melihat iklan ice cream Wall’s dalam 1 tahun terakhir.
Sampel yang digunakan berjumlah 200 responden. Desain penelitian adalah
penelitian kausal dan teknik analisis data menggunakan Structural Equation
Model dengan program Lisrel 8.70.
Hasil penelitian menjelaskan bahwa perceived advertising spending
berpengaruh positif terhadap brand awareness, perceived advertising
spending berpengaruh positif terhadap brand image, store image
berpengaruh positif terhadap brand image, distribution intensity
berpengaruh positif terhadap brand awareness, distribution intensity
berpengaruh positif terhadap brand image, dan brand awareness
berpengaruh positif terhadap brand image.
Kata kunci: usaha pemasaran, brand awareness, dan brand image.
xABSTRACT
The Effect of Marketing Effort on Brand Awareness and Brand Image of
Wall’s Ice Cream Product on F.E Students Widya Mandala Surabaya
Catholic University
Wihono Tanudjojo
In Indonesia many ice cream products that can be found with a
variety of brands such as Wall's, Campina, Meiji, Miami, and others. Each
ice cream manufacturer offer products with a variety of flavor, attribute and
benefit are almost identical, so producers must strive to build brand
awareness and brand image of products offered to consumers. Therefore,
requires a marketing effort by perceived advertising spending, store image,
and distribution intensity. This study aims to find out the effect of
marketing effort on brand awareness and brand image of Wall’s ice cream
product based on responses of Widya Mandala Surabaya Catholic
University’s students.
Exogenous variables in this study is perceived advertising spending,
store image, and distribution intensity, while the endogenous variables is
brand awareness and brand image. Population in this research is the
consumer's Wall's ice cream in Surabaya, while the sample taken is a F.E
student Widya Mandala Surabaya Catholic University registered in the odd
semester years 2009/2010, ever consume and see ads Wall's ice cream in the
last 1 year. The sample size is 200 respondents. Research design is causal
research and data analysis techniques using Structural Equation Models
with LISREL 8.70 program.
The research results explained that the perceived advertising
spending has a positive effect on brand awareness, perceived advertising
spending has a positive effect on brand image, store image has a positive
effect on brand image, distribution intensity has a positive effect on brand
awareness, distribution intensity has a positive effect on brand image, and
brand awareness has a positive effect on brand image.
Keywords: marketing effort, brand awareness, and brand image.
